
 

120 

 

DAFTAR PUSTAKA 

 

Afriansyah, B., Niarti, U., & Hermelinda, T. (2021). Cultural Aspects Of Cross 

Border Consumer Behavior: Influence Of Indegenous Culture On Brand 

Preference. Jurnal Saintifik (Multi Science Journal), 19(1), 25–30. 

Amos, N. (2014). Metode Penelitian dan statistik. 

Ananda, O., Dita, P., & Nofriska, K. (2025). Pengaruh Price Perception, Self 

Control, Consumer Engagement dan Hedonic Shopping Motivation terhadap 

Impulsive Buying dalam Fitur Live Shopping Tiktok., 2(4), 504–516. 

Ardiyanti, V. D. (2023). The Effect of TikTok Live streaming Shopping on Impulse 

Buying Behavior in The 2023 Global Crisis, 2(1), 1–6. 

Bandhu, D., Mohan, M. M., Anurag, N., Nittala, P., Jadhav, P., Bhadauria, A., & 

Saxena, K. K. (2024). Acta Psychologica Theories of motivation : A 

comprehensive analysis of human behavior drivers. Acta Psychologica, 

244(August 2023), 104177. https://doi.org/10.1016/j.actpsy.2024.104177 

Barella, Y., Fergina, A., Mustami, M. khalifa, Rahman, U., & Alajaili, H. M. A. 

(2024). Quantitative Methods in Scientific Research, 15(1), 281–287. 

https://doi.org/10.26418/j-psh.v15i1.71528 

Belluci, C., & Dewi, Y. K. (2025). Indonesian Journal of Digital Business 

PENGARUH LIVE STREAMING SHOPEE DENGAN, 5(April), 200–222. 

Biila, Y. S., & Dhofir, M. A. H. (2024). The role of perceived enjoyment as a 

mediator in online impulse buying: insights from s-o-r theory, 4(2), 143–160. 

Candra Susanto, P., Ulfah Arini, D., Yuntina, L., Panatap Soehaditama, J., & 

Nuraeni, N. (2024). Konsep Penelitian Kuantitatif: Populasi, Sampel, dan 

Analisis Data (Sebuah Tinjauan Pustaka). Jurnal Ilmu Multidisplin, 3(1), 1–

12. https://doi.org/10.38035/jim.v3i1.504 

Candra, U. P. (2025). The Effect of Perceived Interactivity, Information Uselfuness, 

and Enjoyment on Impulsive Buying Through Hedonic Browsing Ukie Putri 

Candra Universitas Ciputra University . Indonesia, 1(1), 21–30. 

Chandra, J., & Briliana, V. (2021). Mobile Apps Uselfuness, Perceived Enjoyment, 

Trust dan Perceived Benefit terhadap Itention to Purchase Decision, 23(2), 

267–280. 

Cui, Y., Liu, Y., & Gu, M. (2022). Investigating the Key Drivers of Impulsive 

buying Behavior in Live streaming, 30(1), 1–18. 

https://doi.org/10.4018/jgim.314226 

Daniswara, D., Dara, D., & Handaru, A. wahyu. (2025). Pengaruh Budaya 

Organisasi, Kepemimpinan Transformational, dan Kompensasi terhadap 



 
121  

 
 

Loyalitas Karyawan Generasi Z yang bekerja pada Perusahaan Swasta di 

Wilayah Jakarta Pusat, 2(5), 114–127. 

Djalic, I., & Terzic, S. (2021). VIOLATION OF THE ASSUMPTION OF 

HOMOSCEDASTICITY AND DETECTION OF, 4(1), 1–18. 

Dong, W., Wang, Y., & Qin, J. (2023). An empirical study on impulse consumption 

intention of livestreaming e-commerce : The mediating effect of flow 

experience and the moderating effect of time pressure, (January), 1–17. 

https://doi.org/10.3389/fpsyg.2022.1019024 

Enjelina, R., Masnita, Y., Ekonomi, F., & Trisakti, U. (2024). Fenomena Live 

streaming Shopping guna Meningkatkan Impulsive buying Intention dalam 

E-commerce : Kajian SOR, 1(1), 1913–1923. 

Erlangga, H., Setiawati, T., Riadi, F., Hindarsah, I., & Riani, D. (2024). Consumer 

Behavior in The Digital Age : A Qualitative Analysis of Online Shopping 

Patterns in Indonesia, 21(2), 424–432. 

Fachruroji, T. M. (2023). Pengaruh Price Perception, Sales Promotion dan Product 

Quality terhadap Impulse Buying Skincare Product Konsumen Penguna E-

commerce Shopee Generasi Z, 8(6). 

Fajari, N., & Khuntari, D. (2023). Pengaruh Konten Instagram Terhadap 

Pemenuhan Kebutuhan Informasi Followers @ Wonosobozone, 3(2). 

Feng, Z., Al, A., Masukujjaman, M., & Wu, M. (2024). Heliyon Impulse buying 

behavior during livestreaming : Moderating effects of scarcity persuasion and 

price perception. Heliyon, 10(7), e28347. 

https://doi.org/10.1016/j.heliyon.2024.e28347 

Feryanto, N., & Octaviani, D. (2025). Pengaruh Perceived Ease Of Use Terhadap 

Behavior Intantion Melalui Perceived enjoyment Sebagai Mediasi 

Penggunaan Dana E-Wallet di Pontianak Noser. 

Fitriyah, D. N., & Pohan, H. T. (2023). Pengaruh Penggunaan Gopaylater terhadap 

Impulse Buying Pengguna E-commerce di Jakarta transaksi tersebut ( Avianti 

& Triyono , 2021 ). seperti yang terlihat pada gambar , terlihat paylater yang 

sering digunakan di tahun 2021 . secepat mungkin , seringkali, 3(1), 1025–

1034. 

Frita, A., & Jayanti, D. (2024). The Role of Perceived enjoyment as a Mediating 

Influence of Perceived Usefulness and Perceived Ease of Use on Online 

Shopping Intention ( Survey on prospective buyers through E-commerce 

Shopee in DIY ), 3, 1–15. 

Ghozali, I. (2021). Aplikasi Analisis Multivariat dengan Program IBM SPSS (10th 

ed). 

Gong, X., & Jiang, X. (2023). Understanding consumer impulse buying in 

livestreaming commerce : The product involvement perspective, (March), 1–



 
122  

 
 

18. https://doi.org/10.3389/fpsyg.2023.1104349 

Hair, J. F. (2021). AN INTRODUCTION TO STRUCTURAL EQUATION 

MODELING LEARNING. Diambil dari 

https://collegepublishing.sagepub.com/products/a-primer-on-partial-least-

squares-structural-equation-modeling-pls-sem-3-

270548?utm_source=chatgpt.com  

Hair, J. F. H., Black, W. C., Babin, B. J., Anderson, R. E., Black, W. C., & 

Anderson, R. E. (2019). MULTIVARIATE DATA ANALYSIS Multivariate 

Data Analysis. 

Hajati, D. ikhsan, & Andriansyah. (2025). Analisis Pengaruh Price , Discount dan 

Free Shipping Terhadap Purchase Decision Kaum Gen Z Kotabaru Pada 

Marketplace Shopee, 14, 109–118. 

Hariani, M., & Sinambela, E. A. (2020). The Effect of Price Perception, Sevice 

Quality , and Product Diversity on Superindo Customer Loyalty in Surabaya, 

1(2013), 29–36. 

Herlina, L. (2023). ipmi BUSINESS STUDIES The Effect of Tiktok Live streaming 

Shopping and Perceived enjoyment Toward Online Impulsive buying 

Behavior with The Moderating Variable of Trust, 7(3), 182–195. 

Hermawan, T., & Dermawan, R. (2023). The Effect of Price Perception and 

Shopping Lifestyle on Impulse Buying at TikTok Shop among Generation Z 

in Surabaya City, 3(6), 2141–2152. 

Hning, B., Dwitya, K., & Hartono, A. (2023). An Investigation of Live Stream 

Shopping Via TikTok : The Role of Perceived enjoyment in Impulsive buying, 

29(12), 54–65. https://doi.org/10.9734/JEMT/2023/v29i121175 

Hossan, D., Mansor, Z. D., & Jaharuddin, N. S. (2023). Research Population and 

Sampling in Quantitative Study, 13(3). 

Huo, C., Wang, X., & Sadiq, M. W. (2023). Exploring Factors Affecting Consumer 

’ s Impulse Buying Behavior in Live- Streaming Shopping : An Interactive 

Research Based Upon SOR Model, (58), 1–15. 

https://doi.org/10.1177/21582440231172678 

Husada, J. N., Prawiyadi, C., & Andreani, F. (2023). The Influence of Hedonic 

Browsing and Flow experience of Instagram on Food and Beverages Online 

Impulsive buying, 6(2), 167–174. 

Hutahayan, A. C. N. (2025). Pengaruh Time Pressure dan Flow Experience 

terhadap Impulse Buying Produk Pakaian di Live Streaming Tiktok pada 

Generasi Z di Kota Medan, 75. 

Immanuel, D. M., & Mustikarini, C. N. (2018). Price Perception : Effect of Coupon 

Proneness and Sale Proneness on Consumer Impulse Buying PRICE 

PERCEPTION : EFFECT OF COUPON PRONENESS AND SALE 



 
123  

 
 

PRONENESS ON CONSUMER IMPULSE BUYING, (36), 51–60. 

Kamsor, N., Ahmad, J., & Awis, M. L. (2021). The Underpinning Theory of Service 

Experience ’ s Framework in a Science Centre Setting The Underpinning 

Theory of Service Experience ’ s Framework in a Science Centre Setting, 

1(6), 677–688. https://doi.org/10.6007/IJARBSS/v11-i6/9968 

Ketut, N., Cahyani, S., Agung, A., Agung, P., Gede, I. G. N. G. A., & Teja, E. 

(2025). Pengaruh Beauty Influencer, Online Customer Review dan Fear of 

Missing Out (FoMO) terhadap Impulse Buying Produk Somethinch pada 

Aplikasi Tiktok Shop ( Studi Pada Pengguna Tiktok Shop di Kota Denpasar 

) Fakultas Ekonomi dan Bisnis Universitas Mahasaraswati Denpasar, 6, 107–

116. 

Khovifah, V. N., Nurhasan, R., & Kurniawan, D. A. (2025). Pengaruh Live 

shopping dan Flash Sale terhadap Impulsive buying Produk Fashion di 

TiktokShop pada Generasi Z, 6(1). 

https://doi.org/10.53682/jpjsre.v6i1.11530 

Koo, M., & Yang, S. (2025). Questionnaire Use and Development in Health 

Research, 1–17. 

Kusmaryono, I., Wijayanti, D., & Maharani, H. R. (2022). International Journal of 

Educational Methodology Number of Response Options , Reliability , 

Validity , and Potential Bias in the Use of the Likert Scale Education and 

Social Science Research : A Literature Review, 8(4), 625–637. 

Laily, I. M., Astutik, A. P., Haryanto, B., Sidoarjo, U. M., Sidoarjo, U. M., & 

Sidoarjo, U. M. (2022). Instagram sebagai Media Pembelajaran Digital 

Agama Islam di, 3(2), 160–174. 

Lee, C., & Chen, C. (2021). Impulse Buying Behaviors in Live streaming 

Commerce Based on the Stimulus-Organism-Response Framework, 1–17. 

Lubis, R. O. (2025). Dinamika Pengambilan Keputusan Konsumen Gen Z dalam 

Transaksi Live shopping di TikTok Shop, 2(2), 61–69. 

Mahendra, R. A., Yusha, Y. B., Naulita, M. A., & Rinawati, E. (2024). Dynamics 

of Live-stream Commerce: Unveiling External and Internal Factors in 

Impulse Buying, 4(11), 11138–11154. 

Mahmudah, A. R. (2020). Pengaruh Shopping Lifestyle, Fashion Involvement dan 

Discount terhadap Impulse Buying pada Mahasiswa Pengunjung Rita 

Pasaraya Wonosobo ( Studi Kasus pada Mahasiswa Fakultas Ekonomi 

UNSIQ ), 1(2), 290–299. 

Mona Liska, & Nur Utami, F. (2023). The Influence of Shopping Lifestyle and 

Discount Prices on Impulsive buying Through Tiktok Shop Media on 

Generation Z and Millennials in Jakarta Pengaruh Shopping Lifestyle Dan 

Harga Diskon Terhadap Impulsive buying Melalui Media Tiktok Shop. 

Management Studies and Entrepreneurship Journal, 4(5), 6215–6123. 



 
124  

 
 

Diambil dari http://journal.yrpipku.com/index.php/msej 

Obadă, D., & Țugulea, O. (2024). What drives online impulse buying among 

Zoomers on TikTok in an emerging market ? A new model based on flow 

theory, (September), 1–15. https://doi.org/10.3389/fcomm.2024.1470327 

Octavia, R., & Azizah, R. (2021). Template of Jurnal Economia Template of Jurnal 

Economia, 17(2), 175–194. 

Oktaviani, A., Maulana, A., & Firmansyah, R. (2023). Peranan Media Sosial 

Facebook dalam Meningkatkan Komunikasi Pemasaran di Era Digital, 2(2), 

143–150. https://doi.org/10.54259/mukasi.v2i2.1592 

Oning, A., & Ari, A. (2024). The Dynamics of Impulse Buying : Exploring the 

Impact of Price Discounts , Time Pressure , Easy of Transaction , and Price 

Perception on Shopee Live, 5(5), 4888–4895. 

Panjaitan, H. (2023). International Journal of Education, Business and Economics 

Research (IJEBER) ISSN: 2583-3006, 3(4), 107–120. 

Priyono, M. B., & Sari, D. permata. (2023). Dampak Aplikasi Tiktok Dan Tiktok 

Shop Terhadap UMKM Di Indonesia Muhammad Bintang Priyono 1 , Dian 

Permata Sari 2 1,2 Universitas Pendidikan Indonesia, 9(September), 497–

506. 

Putri, A. yasshyka kurnia, & Zaini, M. (2024). Impulse Buying And Consumer 

Satisfaction At Mr . D . I . Y . In Samarinda City Pengaruh Persepsi Harga , 

Persepsi Kualitas , Dan Store Atmosphere Terhadap Impulse, 5(2), 4400–

4413. 

Putro, D. A. (2021). PERKEMBANGAN TREN MEMBACA KOMIK PADA 

ERA, 115–126. 

Rahma, N., Pangastuti, D., & Kusumaningtyas, D. (2025). Pengaruh FOMO ( Fear 

of Missing Out ), Flash Sale , Live Stream Shopping terhadap Impulsive 

buying pada Konsumen Lip Produk di TikTok Shop, 33–44. 

Rahmadani, A., & Ridhaningsih, F. (2025). Jurnal Informatika Ekonomi Bisnis 

Dari Kemudahan ke Kepuasan : Peran Perceived enjoyment dalam 

Mendorong Impulse buying pada Pengguna Aplikasi Shopee, 7, 3–8. 

https://doi.org/10.37034/infeb.v7i3.1230 

Ramadhani, L. N., Nugroho, D. A., Brawijaya, U., & Brawijaya, U. (2024). 

Pengaruh Live Streaming, Flash Sale, dan Hedonic Shopping Motivation 

terhadap Impulsive Buying, 03(1), 207–215. 

S Sipur, & Amadi, J. (2025). Impulsive buying in Live streaming Commerce: The 

Role of Flow experience, Parasocial Interaction and Immersion Relationship. 

Journal of Science and Education (JSE), 5(2), 431–442. Diambil dari 

https://jse.rezkimedia.org/index.php/jse/article/view/403 

Saefurahman, A., & Hadi, S. S. (2020). Price Perception , Risk , Quality of 



 
125  

 
 

Information , and It ’ s Effect on Online Purchase Decisions, 132(AICMaR 

2019), 172–177. 

Salsabila, A. P. (2023). The Effect of Brand Image, Product Quality, and Price on 

Consumer Satisfaction in Implora Product, 2(1), 28–37. 

Sari, E. M., Sary, K. arum, Nurliah, & Dwivayani, K. D. (2025). JURNAL MEDIA 

INFORMATIKA [ JUMIN ] Pengaruh Electronic Word Of Mouth ( E-Wom 

) Pada Akun X @ Literarybase Terhadap Pembelian Impulsif Followers 

JURNAL MEDIA INFORMATIKA [ JUMIN ], 6(2), 1231–1237. 

Sari, R. A., Prasetyo, M. A., Syahrizal, A. R., Bangun, P. K., & Heri, E. A. (2025). 

Kajian Desain Algoritma Video Pendek TikTok terhadap Perilaku Adiktif 

Remaja, 6(5), 4271–4287. 

Shahpasandi, F., Zarei, A., & Nikabadi, M. S. (2020). Consumers ’ Impulse Buying 

Behavior on Instagram : Examining the Influence of Flow experiences and 

Hedonic Browsing on Impulse Buying Consumers ’ Impulse Buying 

Behavior on Instagram : Examining the Influence of Flow experiences and 

Hedonic Browsing on Impulse Buying. Journal of Internet Commerce, 19(4), 

437–465. https://doi.org/10.1080/15332861.2020.1816324 

Siahaan, P. A. (2023). PENGARUH PERSEPSI HARGA DAN SHOPPING 

LIFESTYLE, 1(4), 227–231. 

Siwalankerto, J. (2022). Analisa Pengaruh Perceived Ease of Use dan melalui 

Perceived Enjoyment terhadap Behavior Intention pada Digital Payment, 

16(1), 9–15. https://doi.org/10.9744/pemasaran.16.1.9 

Sugiyono. (2019). Metode Penelitian Kuantitatif Kualitatif dan R&D. 

ALFABETA,CV. 

Sugiyono, L., Pusat, B., Provinsi, S., & Tengah, J. (2020). Analisis Situasi 

Pembangunan Manusia di Jawa Tengah, 3(1), 12–23. 

Sulam, R. T., & Fasa, M. I. (2025). Inflasi : Jurnal Ekonomi , Manajemen dan 

Perbankan TikTok Shop sebagai Inovasi Social commerce : Analisis 

Pengalaman Pengguna , Kepuasan Konsumen , dan Inflasi : Jurnal Ekonomi 

, Manajemen dan Perbankan, 2, 97–106. 

Sun, Y., Shao, X., Li, X., Guo, Y., & Nie, K. (2019). How Live streaming Influences 

Purchase Intentions in Social commerce, 37. 

https://doi.org/https://doi.org/10.1016/j.elerap.2023.101261 

Tertieny, U., Suhud, U., & Ferry, S. (2024). Analysis of the Influence of Perceived 

enjoyment and Perceived Usefulness on Impulse Buying in Live streaming on 

Online Marketplaces, 30(12), 51–63. 

Thuy, T., Ngo, A., Lan, H., Nguyen, T., Truc, H., Mai, A., & Nguyen, H. P. (2025). 

Analyzing the role of customers ’ experiences and emotional responses in 

shaping Generation Z ’ s impulse buying behavior on Shopee video platform, 



 
126  

 
 

1–28. https://doi.org/10.1371/journal.pone.0322866 

Ulummudin, M. Y., & Lumiu, A. N. (2025). Pengaruh Harga dan Kualitas Produk 

Fashion Terhadap Keputusan Pembeli, 1(3), 857–869. 

Utama, N. F., Santosa, N. S., Honesta, J., Yong, J. S., Koesnadi, V. L., Jonathan, 

E., & Marcia, F. A. (2024). Pengaruh E-Commerce Terhadap Perilaku 

Impulsive buying pada Generazi Z, 2(3), 218–226. 

Utami, Y., & Rasmanna, P. M. (2023). Uji Validitas dan Uji Reliabilitas Instrument 

Penilaian Kinerja Dosen, 4(2), 21–24. 

Wang, H., & Lee, K. (2020). Getting in the Flow Together : The Role of Social 

Presence , Perceived enjoyment and Concentration on Sustainable Use 

Intention of Mobile Social Network Game. 

Widana, I. wayan, & Muliani, P. L. (2018). ストレス反応の主成分分析を試み
て－ 田甫久美子View metadata, citation and similar papers at core.ac.uk. 

Pengaruh Penggunaan Pasta Labu Kuning untuk Substitusi Tepung Terigu 

dengan Penambahan Tepung Angkak dalam Pembuatan Mie Kering (Vol. 

15). Diambil dari https://core.ac.uk/download/pdf/196255896.pdf 

Widiawanti, O., Anom, E., & Iswadi. (2023). Penggunaan Media Sosial Tiktok 

Sebagai Referensi Wisata: Studi Kasus Pada Karyawan Indomaret di Jakarta 

Okta Widiawanti 1* , Erman Anom 2 , Iswadi 3, 2, 37–46. 

Wijayanti, A., & Nainggolan, B. M. H. (2023). Improving Purchasing Decisions 

Through Price Perception and Product Quality: The Mediating Role of Brand 

Image in Botanica Apartment, 6(1), 15–29. 

Yahya, M., & Syarif, A. (2021). PRODUK BARANG JADI, 12(2), 27–38. 

Yustanti, N. V., Ariska, Y. I., & Ervina, R. (2022). Dampak Tagline “ Gratis 

Ongkos Kirim ” dan Program Flash Sale pada Marketplace Shoppe untuk 

Mendorong Impulsive buying secara Online, 10, 109–120. 

Zannettou, S., Nemes-nemeth, O., Goetzen, A., Gummadi, K. P., & Redmiles, E. 

M. (2024). Analyzing User Engagement with TikTok ’ s Short Format Video 

Recommendations using Data Donations. 

https://doi.org/10.1145/3613904.3642433 

Zhang, G. (2024). The Impact Factors of TikTok Live shopping Features on 

Consumer Purchase Intentions : Evidence from China. Atlantis Press 

International BV. https://doi.org/10.2991/978-94-6463-490-7 

Zhang, M., & Shi, G. (2022). Consumers ’ Impulsive buying Behavior in Online 

Shopping, 2022. 

 

 


